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ABSTRACT 
This study proposes a facets-based destination advertising response (DAR) model that integrates 
the principal components or decisions of a trip.  The proposed DAR framework is discussed and 
its adequacy for evaluating destination marketing campaigns is assessed.  The results of this 
study indicate that while most travelers decide where to visit without regard to destination 
advertising, travel advertising significantly affects many trip-related decisions, which in turn, 
affect the level of visitor expenditures. 
 
Keywords:  conversion studies, facets-based model, advertising response, travel decision 
making 
INTRODUCTION 
 
Conversion studies have long been used by destination marketing organizations (DMOs) 
to evaluate the effectiveness of advertising campaigns and other marketing efforts such as 
destination websites.  Traditional conversion studies yield a conversion ratio, which is the 
percentage of travelers who visit a destination after requesting travel information.  The 
conversion ratio is then used to gauge the efficiency - effectiveness of advertising campaigns, the 
economic impact of travelers to the destination, and the advertising campaigns return on 
investment (Pratt, McCabe, Cortes-Jimenez, & Blake, 2010).  One of the major criticisms of 
traditional conversion studies is that many travelers have already decided to visit a destination 
before requesting information, which implies that the DMO’s advertising campaigns may have 
little influence on most travelers’ decisions to visit the destination.  Another important criticism 
of traditional conversion studies is that the tourism destination is viewed as a single product, 
when in fact the tourism destination (which is reflected in the trip planning process) is made up 
of numerous facets (i.e., aspects of the trip that must be planned) including accommodations, 
attractions, dining, events, and shopping.  In face of these limitations, the Destination 
Advertising Response (DAR) model is proposed as a means to more effectively evaluate DMO 
advertising campaigns.  The proposed DAR model is a facets-based advertising model that 
considers the influence of a destination’s advertising campaign on each aspect of the trip and 
estimates its contribution to overall visitor spending.  The goal of this study is to provide an 
overview of this model and to assess its adequacy for evaluating destination marketing 
campaigns. 
 
LITERATURE REVIEW 
 
Many approaches to assessing tourism advertising have been developed including true 
and quasi-experimental design, econometric modeling, aggregated buyer-purchaser modeling, 
and conversion analysis (McWilliams and Crompton, 1997; Woodside, 1990).  While conversion 
analysis, which is an analysis of individual’s responses to advertising campaigns in terms of 
destination awareness, visitation and visitor expenditures, remains the most widely used 
technique for evaluating tourism advertising campaigns, it has several key limitations.  First, an 
underlying assumption of traditional conversion studies is that individuals request information in 
order to help them make a decision about whether or not to travel to the destination (Burke & 
Gitelson, 1990).  However, a number of studies have found that only a small portion of inquirers 
use the information to make a travel decision and that the majority of travelers has decided to 
visit the destination prior to being exposed to destination advertising (Burke & Gitelson, 1990; 
Kim, Hwang, & Fesenmaier, 2005; Woodside, 1990).  Furthermore, these studies indicate that 
effective tourism advertising may not lead to destination visits in the short-run, but it may expose 
an individual to the destination and/or create a positive image of the destination that results in an 
eventual visit (Kim, et al., 2005).  Additionally, conversion studies along with other methods for 
evaluating the effectiveness of tourism advertising campaigns tend to focus solely on destination 
choice.  However, studies show that travel planning is often a highly complex process which 
requires a number of decisions in addition to the destination, including travel party, 
accommodations, length of trip, attractions, and activities (Fesenmaier & Jeng, 2000).  As such, 
it is argued that destination advertising evaluation should consider the role of each of these facets 
in affecting the nature of the visit (Hyde, 2008; Pan & Fesenmaier, 2006; Roehl & Fesenmaier, 
1992).   
MODEL DEVELOPMENT 
 
The complexity of the travel decision process seems to be implicitly recognized by 
DMOs when one considers that the promotional materials and websites of many DMOs include 
information on a wide range of activities related to the destination (Gretzel, Yuan, & Fesenmaier, 
2000).  Further, this effort toward addressing the information needs of travelers explicitly 
acknowledges that visitor expenditures occur across all these activities.  However, it also appears 
that the approaches used by DMOs in measuring the effectiveness of their advertising do not 
reflect this multi-facet perspective.  It is argued, therefore, that a facets-based advertising 
response model is needed in order to more effectively estimate the responsiveness of travelers to 
destination advertising.  In contrast to the traditional conversion model which focuses largely on 
destination choice, the proposed DAR model explicitly acknowledges that each facet of the 
destination (especially choice of overnight accommodations, attractions, restaurants and 
shopping venues) can be influenced separately through advertisements and that visitor 
expenditures associated with these decisions may significantly contribute to expenditures within 
the destination.   
 
It is also posited that destination advertising response can be considered a hierarchical 
process that can be described as a four stage process (see Figure 1).  In the first stage the 
potential visitor is exposed to destination advertising which results in an attitude towards the 
advertising.  In the second stage this attitude towards the destination advertising influences the 
individual’s attitude towards the destination.  These first two stages are drawn from advertising 
response models for consumer goods such as those developed by Maclnnis and Jaworski (1989) 
and Mehta (1994).  In the third stage of destination advertising response, the individual considers 
whether or not to visit the advertised destination, as well as whether or not to make time for 
and/or purchase reservations for (or somehow plan for attending) individual trip components.  
Examples of individual trip components include overnight accommodations, attractions or 
special events that might be visited, or restaurants that might be patronized.  These trip decisions 
typically follow a strong hierarchical structure whereby travel decisions of higher priority, such 
as destination, budget, and accommodations, are made in the earlier stages of travel, and past 
decisions influence future choices (Choi, Lehto, Morrison, & Jang, 2011; Park, Wang & 
Fesenmaier, 2011).  In the final stage of the destination advertising response model, the travel-
related decisions are evaluated in terms of their overall contribution to total trip expenditures.  
Importantly, the model also considers the role of traveler characteristics, such as travel party size 
and previous experience at the destination, and trip characteristics, such as business versus 
leisure travel and length of trip, moderate the destination advertising response process, as these 
characteristics affect the relationships between advertising and the respective trip decisions.  
 
Figure 1 
The Destination Advertising Response (DAR) Model 
 
 
METHODS 
 
The goal of this study is to establish the foundations of the DAR model by assessing the 
degree to which the various travel components (i.e., facets) of the overall trip are influenced by 
travel advertising.  A second goal of the study is to assess the degree to which these travel 
decisions influence the amount of money spent during the visit to the destination.  This latter 
goal is important in that it is argued that the goal of a destination marketing program is to 
increase revenue, not just attract tourists.  To achieve these goals, two sets of analyses were 
conducted.  Specifically, frequency analysis was conducted of the key variables believed to be 
influenced by the tourism advertising campaign:  the destination decision, attractions, 
restaurants, events, shopping, accommodations, and visitor centers.  Then using multivariable 
regression analysis, an advertising expenditure model was developed whereby overall visitor 
spending (log transformed) was the dependent variable and the decision to visit, attend or 
purchase the travel ‘product’ which was included in the promotional materials (yes/no) were the 
independent variables.  The expenditure model also included several exogenous variables, such 
as trip characteristics (vacation, weekend getaway, visiting friends and relatives, or business 
along with length of stay at the destination) and traveler characteristics (the number of previous 
trips to the destination, and travel party size).    
 
Travelers’ responses to destination advertising were obtained using an online survey of 
American travelers who had requested travel-related information from five different states and 
regional tourism offices located throughout the United States between April 2010 and April 
2011.  The web-based travel survey was distributed to all inquirers based upon the date of 
contact (within 3 months of the request for travel information) and the destination from which 
information was requested.  It is important to note that the advantages of online surveys (e.g., 
low cost, fast response, and wide accessibility of the Internet) enable tourism advertising 
researchers to send questions to the population of people who requested travel information, and, 
therefore, largely eliminate the use of complex structured sampling procedures (Hwang & 
Fesenmaier, 2004). It is argued, however, that this approach enables us to obtain a sizeable 
sample which assures robustness of the parameter estimates (i.e., underlying behavioral 
response), which in turn enables us to evaluate the relative impact of the hypothesized variables 
on advertising response. 
 
The online survey was delivered to 41,328 American travelers with a structured 
questionnaire and directed to respondents (18 years and older) obtained in the origin state.  This 
aspect of the methodology is important in that it avoids selection bias based on destination, 
which leads to a more precise analysis of tourist demand as it includes not only those people who 
travel and purchase, but also those who do not.  In order to increase response rate, we followed a 
three-step process: (1) an initial invitation was sent out along with the URL of the survey; (2) 
four days later, a reminder was delivered to those who had not completed the survey; and, (3) the 
final request for participation was sent out to those who had not completed the survey one week 
later.  An ‘Amazon.com’ gift card valued at $100 was provided to one winner for each 
destination as an incentive to participate in the study.  These efforts resulted in 3,023 responses; 
however, after controlling for missing values the final data includes 2,885 complete responses, 
which represents a 6.98 percent response rate. 
 
RESULTS 
 
Of the 2,885 completed responses, 86.8 percent of the responders indicated that they 
traveled at least once in the 12 months prior to completing the questionnaire, and 42.3 percent 
visited the targeted destination at least once during this time.  As shown in Table 1, the results 
indicate that of those respondents that traveled to the advertised destination at least once, only 
14.7 percent were influenced to visit the destination by the advertising campaign.  Furthermore, 
the analysis indicates that destination advertisements have a much stronger influence on other 
travel decisions.  Importantly, 58.4 percent of the travelers were influenced by advertisements to 
visit a featured attraction, 48.4 percent of the travelers were influenced to visit advertised 
restaurants and 37.8 percent of the travelers were influenced to attend a featured event. 
 
Table 1 
Advertising Influence on Individual Trip Decision Facets 
Trip Decision Percent of Travelers Influenced by Destination Advertising 
Destination choice 14.7% 
Visiting a featured attraction 58.4% 
Visiting a featured restaurant 48.4% 
Attending a featured event 37.8% 
Visiting a featured store or shop 35.1% 
Staying at featured accommodations 36.2% 
Visiting a visitor center 25.1% 
 
The second stage of the analysis used multiple regression analysis to assess the marginal 
impact of the trip decisions on overall visitor expenditures and the results are summarized in 
Table 2.  As can be seen, the overall MR2 = .338 which indicates that the various components of 
the DAR model have a significant impact on visitor expenditures.  Importantly, advertisements 
that influenced travelers to visit featured attractions, restaurants, and hotels had positive and 
significant influences on visitor spending.  The other travel decisions considered in the study, 
including the destination decision, as well as decisions regarding special events, shopping, and 
visitor centers, were not statistically significant factors influencing visitor expenditures.  The 
analysis also indicates that trip characteristics and traveler characteristics have a significant 
impact on total visitor expenditure.  Specifically, day trips and trips of only one night have 
statistically significant negative impacts on visitor spending.  Weekend getaways increase visitor 
spending, while visits to family and friends decreases visitor spending.  Additionally, travelers 
visiting a destination for the first or second time tend to spend more than average, and visitor 
spending also increases as the size of the travel party increases.  Last, the results of the multiple 
regression analysis indicate that media channel in which visitors obtain their travel related 
information significantly “influences” total visitor spending.  That is, those travelers using 
destination websites (in contrast to those not using destination websites for information search) 
tend to spend significantly less than the average visitor.    
Table 2 
Facets-based Travel Expenditure Regression Analysis 
   B SE B β Sig. 
(Constant) 5.575 .237  .000** 
Visited websites -.275 .068 -.177 .000** 
In
fo
 
Ec
o-
sy
st
em
 
Dest. decision after seeing info -.011 .065 -.005 .871 
Influenced on destination choice -.052 .084 -.017 .539 
Influenced to visit an attraction .294 .070 .134 .000** 
Influenced to visit a restaurant .159 .069 .073 .021* 
Influenced to visit an event .087 .068 .039 .202 
Influenced to shop .100 .075 .044 .183 
Influenced to stay at a hotel .191 .068 .084 .005** Tr
av
el
 D
ec
is
io
n 
Fa
ce
ts
 
Influenced to visit a visitor center -.121 .075 -.048 .105 
Vacation -.062 .073 -.027 .400 
Weekend Getaway .177 .073 .078 .015* 
Special/sporting event .128 .097 .037 .183 
Visit family/friends -.331 .070 -.148 .000** 
Business .236 .129 .052 .068 
Day trip -1.112 .185 -.315 .000** 
One night -.570 .177 -.188 .001** 
Two nights -.287 .169 -.120 .091 
3-5 nights .122 .164 .052 .455 T
rip
 C
ha
ra
ct
er
is
tic
s 
6-10 nights .059 .174 .017 .726 
No prior visits in past 3 years .523 .225 .065 .020* 
1 prior visit in past 3 years .336 .108 .104 .002** 
2 -5 prior visits in past 3 years .115 .081 .052 .153 
6 – 10 prior visits in past 3 years .087 .088 .034 .325 
2 persons .206 .102 .095 .043* 
3 – 5 persons .285 .104 .127 .006** 
Tr
av
el
er
 
C
ha
ra
ct
er
is
tic
s 
6 or more persons .843 .150 .186 .000** 
 MR²=.338, *p<.05, **p<.001     
 
IMPLICATIONS 
 
This study has proposed a facets-based destination advertising response (DAR) model 
that considers the effects of tourism advertising campaigns on several aspects/components of the 
trip, arguing that it is a significantly better model for evaluating destination advertising 
campaigns.  Importantly, the results of this study clearly demonstrate that most travelers decide 
where to visit without regard to destination advertising, and therefore should not be the focus of 
the destination advertising campaign.  Additionally, the results confirm that travel advertising 
does affect a host of other travel-related decisions.  Further, the results of the visitor expenditure 
analysis suggests that destination advertising should highlight attractions, restaurants, and 
accommodations as visitors responding to these programs tend to spend significantly more than  
average.  Finally, these findings suggest that destinations interested in increasing economic 
impact should target the weekend getaway segment, first time visitors, and large travel parties.   
RECOMMENDATIONS FOR FUTURE RESEARCH 
 
 Having examined the foundations of the DAR model, future research should consider 
how each travel decision should be integrated into destination advertising campaigns in order to 
optimize awareness (i.e., attention, comprehension, etc.) and visitor expenditure.  For example, 
future research could look into questions such as the types of advertisements and media channels 
most effective for influencing visits to attractions, and whether those conditions are equally 
effective in influencing decisions to visit hotels, restaurants or other destination facets.  Also, as 
the use of mobile technology continues to gain in popularity among travelers, the DAR model 
may be expanded to consider other moderating variables that influence destination advertising 
response, such as trust, flexibility and situational variables related to the temporal and physical 
distance from a trip decision. 
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